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With the rising and speed development of the third IT revolution of mobile 
internet. The mobile internet industry is speed growth at the more unprecedented pace 
than any other early industry. In this case, traditional PC manufacturers and mobile 
phone manufacturers and internet service provider and content supplier are all 
engaged in this industry and try their best to occupy the dominant competitive 
advantages.  In this article, the author want focus on how to capture the sales 
competitiveness via study of the sales-channel applicability in the mobile internet 
industry. Meanwhile, author also wants to analysis the current development stage of 
Lenovo, then apply the researched knowledge of sales-channel adaptive to find a 
approach for Lenovo to establish the sales competitiveness in the mobile internet 
device area, the same like in the PC area.  Moreover, author also want to combine 
with own work practical experience to find the gap of the sales-channel applicability 
of the Lenovo in this industry. Then author points out there have three aspects critical 
applicability need be paid the close attention, including the brand-channel 
applicability, the product-channel applicability and the customer-channel applicability. 
Based on the analysis of these three aspects, author summarize the exist issues of 
Lenovo in this industry, and give out a preliminary proposal for them, expects can 
provide the reference for the sales competitiveness establishment of Lenovo in mobile 
internet device area. 
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第一章  绪 论 
第一节  研究背景、目的和意义 
随着联想并购 IBM 个人电脑业务的整合完成，联想完成了第一次蜕变：由一
个本土营业规模百亿的企业发展成为一个全球型营业规模逾千亿的公司，根据市
调报告显示（Gartner,2012 年 4 月），联想已经在全球 PC 市场份额占比中跃居
全球第二，仅次于 HP 两个百分点。全球 PC 厂商进入了从应用体验和产品性能的
深层次、全方位竞争。市场已经逐步形成了几大全球性厂商占据主要份额的竞争
格局；Gartner 的报告也显示，未来五年，PC 行业基本上将保持 6%的复合增长
率，在这种产业发展的假设下，联想要想在 PC 行业谋求更大的竞争、份额、市
场优势，将显得困难重重。此外，PC 行业的深度同质化和低毛利率，也使得联
想在未来的 5 到 10 年内，很难单凭个人电脑业务谋求品牌的二次蜕变。而与此
同时，随着 SOC 单芯片技术、移动互联网、云服务、虚拟社区、应用商店等移动
互联技术和应用的发展，则激发了一个商机广阔的新兴市场，根据行业趋势预测
(赛诺市场研究,2011)，在未来的 5到 10 年内，在移动互联和数字家庭领域将达
到至少每年 20%的高速增长，而根据 2009～2011 两年内的市场实际情况来看，




















































































































第四节  研究框架 
 下文中，通过图 1-1 说明了本文的研究思路和具体论文框架: 
 
 















第二章  基础理论综述 
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